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Abstract

The purpose of this article to study the concept of employer brand, human capital Strategy,
and employee value propositions that affect delivering value of the organization to customers. The
results showed that the above idea is the effect from changing in the concept of market research to
deeply understanding in the concept of customer insight, and talent management of human resource
management. So the organizations need to deliver value through building the employer brand as
well as building the product or service brand. Therefore, human capital strategy and marketing
strategy are the important to attract the right people into the organization effectively. Siam Cement
Public Company and the Revenue Department of Thailand are examples of the success organization
because they have the co-alignment between all strategies of their organizations, and moreover they
have the mind share, market share, and heart share. The Suggestion that leaders in both public and
private organizations should establish the concrete vision in building the employer brand, human
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capital strategy. The function of human resource should measure the success, and then motivate the

employee to participate in policy formation and policy implementation. Furthermore, communicate

that activities to the target group for intensive perception. When they are understanding, and then

the positive attitude will bring to good image of the organization that it is a value in perception of the

customers and employer in finally.

Keywords: Employer Brand, Human Capital, Employee Value Propositions
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